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The Hong Kong Youth Hostels Association (YHA) has
faced a decline in both the number of members and the
usage rate. The research was conducted in order to
fulfill the three objectives: (1) identify the causes
of the general declining trend, (2) assess the local
market potential and (3) identify the ways in which the
YHA should develop the hostels.
The research was divided into two parts. The first
part was an exploratory study by using secondary data to
meet the objectives 1 and 2. The second part was a
descriptive survey to generate primary data for
achieving objective 3.
The secondary data included government statistics,
literature search, personal interviews and the sales
figures of YHA. The data shows that there is intense
competition from direct and indirect competitors.
Meanwhile the demand is leveling off. When the sales of
competitors was observed, it was suspected that
freshness perceived was the major reason for the
declining in sales of these recreational facilities.
Therefore the research was designed to probe the
importance- of this product attribute in affecting the
3
choice of using YHA.
The descriptive survey had found out the strength
of the hostels was peaceful environment, good
scenery and good maintenance whereas the weakness was
inconvenient traffic, inconvenient opening hour, no
meal provided, not suitable for family users and
lack of recreational activities. Fresh was found to
have influence only on the junior members of YHA.
The active users of the local users were found to
be the junior members. Over 40% of the senior members
and 60% of the life members do not use the local
hostels. Because of limited budget and human resources a
marketing segmentation is needed before any marketing
plan is launched. The market of the juniors was
proposed.
The recommendations to YHA are maintaining a
stabilization strategy on the present product and
applying active selling effort to capture the junior
users' market. Promotion and publicity have to be done
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Marketing is a corporate philosophy which is
concerned with the fundamental aspects of selling and
promotion of an organization. Since marketing concepts
can help an organization understand its customers' need
better, the task for management of nonprofit
organization is not whether to adopt it or not, but how
it can be done well. Although many developed countries
have assumed the role of marketing in nonprofit
organizations and have been implementing the concepts
for years, they are still seldom employed in Hong Kong.
In view of the shifts in demographics as well as life
styles of consumer and the intensified competition from
both nonprofit and for-profit competitors, every
nonprofit institution should take stock of its strategic
position, develop immediate and effective responses and
adopt a development orientation as opposed to a campaign
orientation.
The organization under study, Hong Kong Youth
Hostels Association is a nonprofit organization
providing overnight accommodation in countryside at low
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cost. even aster a series of redevelopment projects for
the hostels, the association still found a general
declining trend in both the usage and the annual
membership since 1985 as shown in Figures 1 and 2. In
particular, there was a substantial decrease in junior
membership. Taking these into consideration, the
researchers employed it as the research target.
For the sake of convenience, Hong Kong Youth
Hostels Association is referred to as YHA hereafter.
Background of the Hong Kong Youth Hostels Association
YHA is an nonprofit, non-political and non-
religious organization. It belongs to the International
Youth Hostel Federadion(IYHF), the aim of which is to
facilitate international travel and understanding
amongst young people. At present, there are 55 countries
which are full member hostel associations, and 14
affiliates. These associations co-operate through the
IYHF. All YHA members are entitled to use hostels in all
other IYHF countries. The association exists to help and
encourage the members to explore and enjoy the
countryside by providing secure, clean, overnight
accommodation at very low cost. Accordingly, its main
objective is to get people of all age groups who live
and work in the crowded urban areas into the
countryside. At present, the number of annual members is
3FIGURE 1
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around 23,000, with members being mainly in the 17 to 24
age group. Running costs are covered by membership fees
and overnight charges for use of the hostels. Capital
expenses, for the construction and renovation of
hostels, are met by the association's own fund-raising
activities and by grants from charitable institutions
and individual sponsors. Hostel sites are mainly
provided by the government.
The Hostels
The organization operates eight hostels in total.
They are well retreated from the bustling down-town and
surrounded by beautiful and refreshing environment.
Moreover, most of them serve as very good base for
expeditions and hiking. Each of the eight hostels has
simple, clean dormitories, showers, toilets, and kitchen
facilities for members to use. But hostel users have to
cook their own food, make their own bed, plan for their
own activities, and tidy their own room before they
leave.
All members of the association are entitled to use
the hostels. Every local YHA member is eligible to take
one guest to stay overnight at a hostel. Membership is
open to all Hongkong residents from the age of 5
upwards. Membership subscription is low. A senior
member, which is 18 upwards, only has to pay $40 per
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annum. For a junior member, who is between 14 to 17, the
membership subscription is even lower, $20 per annum.
Overnight charges range from $7 to $18 per night,
depending on the quality of the hostel and the type of
membership. All hostels have a resident warden who
attends to the overall running of the hostel site and
who is in charge of the allocation of bed spaces and
duties. The warden is also responsible for assigning
chores to everyone who stays in his hostel. The hostels
can accommodate about 600 campers in total per night at
weekends and public holidays. At weekdays, they can
accommodate only 500 campers per night. It is because
Nim Wan and Ngong Ping are only opened during weekends
and public holidays unless there is a special demand.
However, most of them permit tent camping, thus it can
accommodate more than the figure stated above. As to
accessibility, because the association encourages people
to get around the countryside, most of the hostels are
not directly reached by public transport. Some hostels
such as Pak Sha 0 and Sze Lok Yuen even require one
hour's walk. Descriptions of individual hostels can be
found in Appendix 1.
Sales Analysis
As shown in Figure 1, YHA enjoyed continued growth
in total number of users until 1985. From 1985 to 1986,
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it dropped for about 20 percent. Afterwards, the figure
showed an overall declining trend. To explore the issue
further, the researhers have examined further breakdowns
and eliminated the effect of changing supply in beds.
Nowaday, YHA operates eight hostels in total. However,
they were not completed and opened at the same time. In
Figure 3, Curve 2 takes away the contribution of Mt.
Davis which was completed in 1980 Curve 3 further
removes the usage of Mong Tung Wan which was opened in
1983. After curtailing the number of users of Chek Keng
which opened in 1978, Curve 4 was obtained. Accordingly,
there were several vertices during the years. Curve 2 in
Figure 4 adjusts the effect of maintenance,
redevelopment and partial utilization of some hostels.
The trend of the total number of users now appears less
volatile. This curve together with information obtained
from interviews indicates that number of users of the
hostels became leveling off as early as in 1983. The
uprise before 1983 may be attributable to heavy effort
paid in promotion and publicity. Although the picture is
more satisfactory than the original one, it still upsets
the management, taking into account the investment of
redevelopment of some hostels. In recent past, Chek
Keng, Nim Wan, Pak Sha 0 and Sze Lok Yuen have
experienced large-scale redevelopment in 1982, 1983,
1985 and 1988 respectively. With reference to Figures 5
8FIGURE 3
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and 6, the declining membership is also discouraging.
The situation is particularly discouraging in the junior
sector. From 1984 to 1988, the number of junior members
has been decreasing at an average annual rate of 30
percent. All in all, this is rather strong evidence of a
deteriorating situation rather than just an episode.
Research Interest
Many nonprofit organizations in Hong Kong are
suffering from continued decline of usage. This
phenomenon, to a certain extent, threatens their social
value and even their survival. The occupancy rate of the
hostels operated by YHA has been declining and this
reveals that it is losing its attractiveness to local
youth. From the association point of view, it is a
survival problem. From the society point of view, it
becomes a resource allocation problem. All in all, the
researchers' interest is to examine the association's
strategic position and the role it should take to
increase its attractiveness to particular groups of
local people.
Endnote
Nim Wan, Ngong Ping and Wayfoong Hall only open1.
during weekends and public holidays, unless there
is a special demand such as a request of a group.
11
FIGURE 5











































A REVIEW OF THE MARKET SITUATION
Business Definition of YHA
YHA is a hostel management institution. It seeks
to. appeal to people of all age groups who live and work
in the crowded urban areas. In other words, YHA
develops, markets, and manages hostels. Narrowly
speaking, it is competing with only those which provide
overnight accommodation in countryside at low cost such
as Sai Kung Outdoor Recreation Centre and Lady MacLehose
Holiday Village. Actually, its competitors comprise all
leisure and recreational activities.
Demand for Hostelling
Demand for hostelling can be defined as people who
would like and can afford to undertake hostelling. The
aim of YHA is to get people who live and work in the
crowded urban areas into the countryside. The urban area
of Hong Kong is packed with people, so there should be a
great demand for this leisure activity. Apart from that,
it is also generally believed that Hongkong people have
become more and more interested in the outdoors and the
14
countryside. Moreover, many instances support the
comment that people are aware of health and fitness in
recent years: early morning .exercises in the parks,
popularity of outdoor activities, proliferation of
health clubs, growing interest among women in aerobics,
high use rates in sports centres and public swimming
pools and beaches, and increase of participants in
sports such as tennis and squash. However, as a result
of betterment in housing and decentralization of
population, the urban area is not as crowded as before.
In order to be in line with rising expectation of living
standards, the government has launched a flats-for-sale
scheme, undertook comprehensive redevelopment in older
housing estates and adopted a new Long Term Housing
Strategy. Apart from that, not all those who would like
to get around the countryside would like or can afford
to stay there overnight. According to a report prepared
in 1971(A study of the Leisure Activities of Youth
Labourers in Hong Kong), tent camping and travelling
were the activities that people loved but could not
participate With reference to a survey conducted by the
government(General Household Survey Special Topics
Report I, 1983), 40.5 percent of those who preferred
hostelling/holiday centre regarded "not enough spare
time" as their reason for not doing or not doing morel
Another report prepared in 1980(How Youths of Southern
15
District Spend Their Spare Time) has shown camping was
regarded by most respondents(14.4 percent) as the
activity that they loved but could not participate.
About 48 percent of total respondents stated that it is
because of parents' prohibition. The second important
reason was not enough spare time (15.8 percent). As to
recreational activities as a whole, about 70 percent of
total respondents regarded not enough spare time as
one of the three most important reasons for not
3
participating in certain activities
Taking these into consideration, not enough spare
time stands out to be the most significant barrier for
someone to undertake certain recreational activities.
Since one has to get off from work for two consecutive
days to do hostelling, it in particular weakens the
attractiveness of this recreational activity.
As to the aggregate demand, there is also another
unfavourable factor. Figures 7 to 11 show that the total
population of the groups aged 10-14, 15-19 and 20-24 has
been continuously decreasing. According to the General
Household Survey, these groups are of the highest
potential to be hostelling-lovers. For those who prefer
hostelling/holiday centre, 52 percent of them aged
between 15 to 24, 31 percent aged between 25-34, only 8
percent aged between 35-54. This general trend of
decline contributed to the decreasing junior membership.
16
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It also indicates that the total population of potential
heavy users of the hostels would be decreasing.
The 25-29 and 30-34 age groups should be of high
potential to be hostelling-lovers too. However, the
researchers believe that these groups would not find
hostelling as attractive as the younger ones do. Even
they were hostelling-lovers in their early years, once
they get married, they would have to spend more spare
time with their families.
All in all, the aggregate demand of
hostelling/holiday camp can be estimated by using the
findings of the Genernal Household Survey, it stated
that 158 out of 10,000 population aged over 12 preferred
to undertake these activities. There are about 4,600,000
people in Hong Kong aged over 12. By multiplication, the
market size of hostelling/holiday camps is about 72,680.
Competition
YHA has been facing very keen competition. Its
competitors comprise other non-profit institutions, for-
profit organizations, the Urban Council, and governing
sports bodies. As mentioned before, major competitors of
YHA should be those which provide overnight
accommodition in countryside at low cost such as Sai
Kung Outdoor Recreation Centre and Lady MacLehose
Holiday Village. Installed with numerous facilities,
22
these two holiday camps provide a variety of
recreational and educational activities. With air-
conditioning and catering services, they provide a more
comfortable accommodation for the campers. In fact, they
are positioned as resorts rather than youth hostels.
However, even with comfortable accommodation and
numerous recreational facilities, the sales has
decreased all along in previous years for Lady MacLehose
Holiday Village as shown in Figure 12. As to Sai Kung
Outdoor Recreation Centre, an upsurge in sales was seen
in 1988. Beforehand, it decreased for all the years
under study(Figure 13). This upsurge was considered to
be contributed by the reformation of management, the
recent redevelopment of its dormitories and aggressive
publicity and promotion. In sum, there was a general
decrease in the number of participants of hostelling and
holiday camps.
According to publications of the government, total
area of public open space increased from 644 hectares to
859 hectares from 1982 to 1987. Number of multi-purpose
indoor games hall has increased from 8 in 1982 to 20 in
1987. In addition, number of new facilities such as
camps, watersports centers and fitness centres has been
increasing(Appendix 2)4 These have largely broadened the
choice of leisure activities. Further-more, it appears
that-competition will be much more keen as more
23
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"competitors" enter the market. For instance, video set,
laser disc, watersport centers, bungalows, country clubs
and fitness centers have replaced many traditional
recreational activities to be the most popular ones.
Moreover, since Hongkong people become much more
affluent in recent years, more and more people spend
their vacation outside the territory. Hongkong people
today are able to take part in a richer and more diverse
range of recreational activities in their leisure time
than ever before. Supply has surpassed demand.
Competition is intense and sophisticated and the
industry has already entered a marketing era.
Implications
The above analysis shed some light on the current
situation. YHA is expected to come across more intense
competition from direct and indirect competitors. As to
the demand side, it should be leveling off, if not
decreasing. Also, there is a risk of losing "freshness"
as perceived by the consumers. Whenever a brand-new
leisure activity is introduced, it will immediately
attract innovators and early adopters to try. After the
activity has already been adopted by a large portion of
people, the early adoptors try new ideas and another
cycle begins. Ocean Park, a large fun park situated on
the south side of Hong Kong Island, has attracted more
26
than five million visitors in 1978 when it initially
opened. In 1979, only about one million people visited
the Park. From 1979 to 1982, annual total number of
visitors maintained at one-million level. In 1985, the
number of visitors upsurged to more than three millions
since a major redevelopment programme was completed in
1984. Afterwards, the figure dropped to 1.75 million in
19875 The cases of Sai Kung Outdoor Recreation Centre
and Lady MacLehose Holiday Village also supported this
idea. In conclusion, since freshness appears to be a key
factor, its association to the usage of the hostels was
emphasized in this study.
Endnotes
A Study of the Leisure Activities of Youth1.
Labourers in Hong Kong. Hong Kong: Department of
Sociology Social Work, The Chinese University of
Hong Kong, 1971.
Social Data Collected by the General Household2.
Survey special Topics Report 1. Hong Kong: Census
and Statistics Department, Hong Kong Government,
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Report of the Project on How Youths in Southern3.
District Spend Their Spare Time. (In Chinese) Hong
Kong: Southern District Board, 1985.
Hong Kong Review, Hong Kong Government Information4.
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According to information gathered during
interviews, the users of YHA can be roughly classified
into five categories: (a) hiking-lovers, (b) group users
such as Police Training School, Duke of Edinburgh's
Adward and schools, (c) Foreign visitors, (d) family
users and (e) holiday makers. Foreign visitors and group
users were excluded in this study. The reasons are as
follows:
1. Foreign visitors
Foreign visitors stay in the hostels mainly
because of the low cost. Most of them prefer to
accommodate in Mt. Davis which is located in Urban
area. With reference to Figures 14 & 15, Mt. Davis
increasingly accounts for a disproportionately
large percentage of the total usage and its sales
has never been in trouble. Moreover, the
management emphasized that it wanted to identify
the ways to develop the hostels so that they would
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Group users refer to formal groups led by
school teachers or holders of leader cards who are
mostly recognised youth workers. They account for
only a very small portion of the total
usage(Figure 16). Also, their needs are totally
different from individual users, and thus it is
desirable to exclude them from this study.
Research Objectives
The objectives of this study are to (1) identify
the causes of decline, (2)assess the local market
potential and (3)identify the ways in which the YHA
should develop the hostels so that the usage of local
individual users(as opposed to group users) will
increase. As available consumer surveys are more
concerned with leisure activities as a whole, a consumer
survey has to be conducted to generate primary data on
YHA hostels' users in particular. Specific objectives
include:
(1) To assess users' attitudes towards the hostels
(2) To explore variables that might be related to users'
attitude and to see if there is any significant
difference in attitude among different segments of
users
(3) To find out the influence of barriers of using the
hostels such as physical and time constraints
(4) To assess the level of influence of attitudes
32
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THEORETICAL FRAMEWORK AND HYPOTHESES
Theoretical Framework
The variable of primary interest to this survey is
the dependent variable, usage of members. Two main
categories of independent variables are used in an
attempt to explain the variance in members' usage of
hostels. These two main categories are "freshness" and
other important attributes of the hostels. Liking for
the hostels is the intervening variable that helps us to
understand why the relationship between the independent
variables and the dependent variable exists. Apart from
that, there are two moderating variables too. Attitude
towards hiking and/or countryside modifies the
relationship between the two independent variables and
intervening variable. Barriers encountered by the
members just have a strong contingent effect on the
intervening variable-dependent variable relationship.
As mentioned before, Hongkong people seek for a
kind of freshness in spending their leisure time. The
general public was considered to have a tendency to
35
acquire a kind of freshness. The stronger the feeling of
freshness perceived by the members, the more frequent
their usage will be. The respondents of our unstructured
interviews also suggested some attributes which are
pertinent to the problem: accessibility, location,
environment, wardens' attitudes etc. The more favourable
their evaluation on these attributes, the stronger the
liking, and the more frequent their usage will be. All
these attributes are grouped together as the other
independent variables.
As to the moderating variables, only those who
think that getting around the countryside and/or taking
some walks there are joyful experience will express a
liking for the hostels. To those who express a liking
for the hostels, barriers encountered such as averse
attitude of parents and not enough spare time may
discourage them from using the hostels. Therefore, the
researchers thought that these two variables moderate
the relationships.
The theoretical framework is depicted in Figure
17.
Hypotheses
From the theoretical framework discussed above,


















Ha 1. Liking for the hostels and usage of YHA's members
are positively correlated.
Ha 2. Hi is true only for those who have encountered
significant barriers but not otherwise.
Ha 3. If the hostels are perceived as fresh by the
members, then there will be a stronger liking for
the hostels.
Ha 4. The higher the members' ratings on product
attributes(except freshness), the higher the
liking the members express.
Ha 5.1 N 3' is true only for those who think that
getting around the countryside and/or taking some
walks there are joyful experience but not
otherwise.
Ha 5.2 H 4 is true only for those who think that
getting around the countryside and/or taking some






The population for the study comprised of all
members and life members of YHA. It currently has about
23,000 members. Among these, 12,000 are senior members,
9,600 are life members, 2,000 are junior members, and
400 are minor members. Minor members, who aged under
thirteen, are supposed to be dependants and will not
make decisions for themselves in this matter thus, they
were excluded from the derived population. The sampling
frame used was all registered members during the period
from October 1987 to March 1989 and all life members.
Disproportionate random sampling was used in order to
have enough samples of junior members. The researchers
decided to have at least 100 life members, 100 senior
membrs and 50 junior members returned their
questionnaires. Assuming a response rate of 20 percent,
the researchers randomly selected 500 life members, 500
senior members and 250 junior members as samples.
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Data Collection
The survey was conducted in the name of Hong Kong
Youth Hostels Association. Each sample was sent by mail
a cover letter which stated the purpose of the survey
and a set of questionnaire with a stamp and the address
of the YHA office on the Back(Appendices 3 &4). They
were also requested to complete the questionnaires and
returned back to the office within a week. Data
collection period was from April 14 to April 22, 1989.
Questionnaire Development
A structured, undisguised questionnaire was mailed
to each sampled respondent so that questions could be
carefully thought out and orderly answers could be
obtained to facilitate data analysis. Steps in
developing the questionnaire are as follows:
(1) Indepth Interview
Interviews were carried out to exhaust all
possible reasons for the decline of usage of the
hostels. The results served as guidelines in
designing the questionnaire. Subjects obtained
through a combination of convenience and judgement
methods. They included the General Manager and the
Secretary of YHA, three hostel wardens, some users
of Pak Sha 0 Hostel, Wayfoong Hall and Sze Lok
Yuen in December 1988 and some ex-members of YHA.
These combinations were designed to ensure a more
40
representative and balanced viewpoint.
2) Revisions and Pre-test
After the questionnaire was drafted, a two-stage
pre-test was conducted first with two
acquaintances of the researchers as subjects.
After the supervisor has revised the second draft,
the researchers submitted the revised version to
the General Manager of YHA. The researchers then
conducted the second stage of the pre-test with
three acquaintances who are also the YHA's
members. A final draft was obtained after checking
for ambiguities and confusions in meaning, as well
as inexhaustiveness of choice.
Variables and Measures
The 66-item questionnaire tapped six personal
information items: sex, type of membership, age,
occupation, marital status and number of years of
membership. These were measured by single items. Usage,
barriers, liking for the hostels, attitude towards
hiking/countryside, freshness and other important
attributes were measured through multiple items as
described below:
1. Usage
Question #1 asked the usage pattern of the
respondents. It measured whether the respondents
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have used the local hostels before, their
frequency of usage as well as the general trend of
usage.
2. Barriers
As mentioned before, one would encounter a couple
of barriers when one decides to undertake
hostelling. This construct was divided into seven
dimensions: objection raised by family
members/parents, physical deficiency, no friend as
companion, economic cost, psychological
barrier(hostelling is not fashionable), no spare
time and no family member as companion. Questions
#3a to #3g measured for that. The researchers
summed the scores on the seven statements to
generate a total score.
Liking for the hostels3.
Question #4(1) asked for an overall comment to
YHA, and measured the liking for the hostels.
Attitude towards hiking/countryside4.
Question #5(1) measured attitude towards hiking.
The construct, attitude towards countryside, was
divided into two dimensions: environment and
country-life. These two dimensions were each
tapped through two questions(questions #5(3) &
#5(5) for environment while questions #5(2) &
5(4) for country-life). The researchers added up
42
the scores on the five statements to generate a
total score.
5. Freshness
Questions #7(5) and #7(10) asked the degree of
importance and the scores for YHA on freshness.
Freshness was divided into two dimensions:
newness(renovation, redevelopment and new
establishment) and "freshness" (never try before).
To obtain the scores of freshness, the researchers
multiplied the degree of importance on newness by
scores for YHA (#7 (5)) and the degree of importance
on "freshness" by scores for YHA(#7(10)), then
added them up for the total.
Other Important Attributes6.
Other important attributes comprised maintenance,
convenience of transportation, attitude of
wardens, environment, price, recreational
facilities provided, suitability for family
gathering, opening hours, affiliation to an
international organization, special activities
organized, catering service and peaceful
atmosphere inside and outside the hostels. To
obtain the total score, the researchers generated
weighted scores by multiplying the degree of
importance by scores for YHA correspondingly, and
then added up all the weighted scores(questions
43
#7(1,2,3,4,6,7,8,9,11,12,13,14)).
Apart from the questions stated above, the
researchers also included questions #2, #4(.2), #4(3),
#4(4), #6 and #8. Question #2 tried to find out the main
reason(s) for not using more frequently. Questions
#4(2),, #4(3) and #4(4) were included for comparison
between YHA and its direct competitors. Question #6
investigated the recreational activites usually
undertook by the respondents while question #8 measured
the popularity of the two hostels after recent
redevelopment.
Data Analysis Method
Frequency distributions, means, standard
deviations, correlations, and other statistics were
obtained by the Frequencies, Pearson Corr. and
Condescriptive Commands of SPSS-X. Cross-tabulation was
used to examine association between variables. Some
hypotheses were tested through Spearman's Rank
CnrrPlatinn and Pearson Correlation.
Endnote




Feel for the data
The demographics showed a satisfactory background.
It had a balanced proportion of male and female users.
The age of respondents mainly lied between 14 to 35.
There were a large number of students. Usually they had
very favourable attitudes towards countryside and they
encountered little sociological and physical barriers in
using the hostels. The major hindrance for them to use
YHA's hostels was that they had no spare time.
Among the various criteria in choosing a holiday
house, good environment, peaceful inside and outside
environment, good maintenance, friendly wardens and
opening hour were of the most important. The YHA were
shown to have both strength and weakness in these area.
The strength included peaceful environment, good
environment (scenery) and good maintenance. The weakness
included poor opening hours, inconvenient traffic, no
meal provided, lack of recreational activities and
facilities.
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When YHA was put to compare with other three types
of holiday houses: government run holiday villages,
private holiday bungalow and holiday camps run by non-
profit making organization, the ranking was not bad at
all. It was ranked as the second by the adult members
and the first place by the junior members.
Detailed studies for each of the findings
mentioned above can be found in the Appendix 5.
Hypotheses Testing
Hypothesis 1
Ho: There is no relationship between the liking for
hostels and.usage of the YHA's members.
Ha: Liking for the hostels and usage of the YHA's
members are positively correlated.
In this case, usage pattern is a qualitative or
discrete variable but the liking for hostels is measured
on a Likert-type scale and is a quantitative or
continuous variable. We could upgrade the nominal
dependent variable usage pattern to an ordinal one by
excluding the options 7 and 8 in question #1 of the
questionnaire. Then we use the Spearman's rank
correlation to check whether there exists a relationship
between the intervening variable and the dependent
variable.
The results were tabulated as follows.
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Junior r=. 34 p=0.00
Senior r=. 24 p=0.00
Life r=. 51 p=0.00
* Significant at p=0.05 level.
It was shown to be significant in all the three
types of members. Therefore, we rejected the null-
hypothesis for the three types of memberships. In other
words, there was a significant positive relationship
between the liking for the hostels and the usage
pattern.
Hypothesis 2
Ho: Hypothesis 1 is true for all users no matter they
encountered significant barriers or not.
Ha: Hypothesis 1 is true only for those who have
encountered significant barriers but not otherwise.
In this case we were going to test the effect of
the moderating variable barriers encountered to the
relationship between the dependent variable usage
patterns and the intervening variable liking for the
hostels. We split the samples by their mean score of the
barriers encountered. The ones who had score greater
than mean were considered to encounter more barriers.
The ones who had less score than mean were considered to
encounter less barriers. The statistics of barriers
encountered could be found in Table A5 (Appendix 5).
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Spearman's rank correlation was performed as in testing
hypothesis 1.
The results were shown as follows.
More barrier Less barrier
Junior r=. 29 r=.39
P=. 06 p=.02
Senior r=.21 r=. 19
P=. 09 P=. 09
Life r=. 47 r=.49
P=. 17 P=. 00
* Significant at p=0.05 level.
For the junior and life members it was found that
for the ones encountered less barriers there was a
significant positive relationship between the usage
pattern and the liking for the YHA while this
relationship was absent for those who encountered a lot
of barriers. We concluded that the existence of the
relationship of the usage pattern and the liking for the
YHA depended on whether the influence of the proposed
moderating variable barriers encountered was great or
not. Hence, the null hypothesis was rejected for the
junior and life members.
Similar conclusion cannot be drawn for the senior
members. The moderating variable did not have any
interaction on the relationship between the intervening
variable and the dependent variable. Further
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investigation was carried out to check the hypothesis
again. The argument was as follows.
It might be argued that most of the users
encountered little hindrances except for the barrier no
spare time Table A4 A5 (Appendix 5). In order to
safe-guard our conclusion, we tested the hypothesis 2
again. The only change was the way we divided those who
encountered a lot of barriers and those who faced a
little barriers. We divided the samples by the mean
score of the barrier no time. The result was as below.
More time Less time
r=. 48* r=. 23Junior
P=. 10p=.00




* Significant at p=0.05 level.
Again we could see that the existence of the
relationship depended on the extent of the barrier no
spare time encountered. Therefore our conclusion was
valid. In this case the result of the senior members was
also significant. The more spare time the users have,
the more frequent they will visit the YHA. The result
seems to be odd for the life members because the result
was significant for the ones had more spare time rather
than for the ones had less spare time. It may be due to
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the fact that we did not have enough samples for
analysis. We got only 10 for the less spare time group
and 15 for the more spare time group. Hence, the null
hypothesis was also rejected for the senior members.
Hypothesis 3
Ho: There is no relationship between the perceived
freshness of the YHA and the liking for the hostels.
Ha: If the hostels are perceived as fresh by the
members, then there will be a stronger liking for the
hostels.
The two continuous variables freshness and liking
for the hostels were analysed by Pearson correlation.




T.i fP r=. 09 p=0.29
The correlation coefficients in all cases were low
and the results were not significant. In other words,
the correlation coefficients were come out by
statistical variations. The null hypothesis was not
rejected and we suspected that freshness had no
interactions towards the liking for the hostels. The
conclusion would be drawn after testing the effect of
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the proposed moderating variable liking for the
countryside in Hypothesis 5.1.
Hypothesis 4
Ho: There is no relationship between the ratings
(performance) of other product attributes and the
liking for the members toward YHA.
Ha: The higher the members' ratings on other product
attributes, the higher the liking the members express.
We tested this hypothesis by applying same method





* Significant at p=0.05 level.
It was found that the results were significant for
all members. Therefore, we rejected the null hypothesis
in all cases. In other words, the other products
attributes had positive correlation with the liking for
the hostels. The influence of the moderating variable
"liking for the countryside" on this relationship would
be studied in Hypothesis 5.2.
Hypothesis 5.1
Ho: Hypothesis 3 is true for all users no matter they
51
think that getting around the countryside and/or taking
some walk there are joyful experience.
Ha: Hypothesis 3 is true only for those don't think
that getting around the countryside and/or taking some
walk there are joyful experience, but not otherwise.
In this case we were going to test the effect of
the moderating variable attitudes towards countryside to
the relationship between the independent variable
product attribute freshness and the intervening variable
liking for the hostels. We split the samples by their
mean score of the likeness towards countryside. The ones
who had score greater than mean were favourable towards
local countryside. The ones who had less score than mean
were unfavourable towards local countryside. The
statistics of the liking for the YHA could be found in
Table A7 (Appendix 5). Pearson Correlation was performed
as in testing hypothesis 3.









* Significant at p=0.05 level.
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It was found that the moderating variable liking
for the countryside had an effect on the relationship
between the independent variable and the intervening
variable for the junior members only. The null
hypothesis was rejected for the juniors. We concluded
that there was a significant positive relationship
between freshness and liking for the hostels for the
users had a positive attitudes towards the hostels for
the junior members only.
It was found that there were no correlation
coefficient significant at 0.05 level for the senior and
life members. The null hypothesis was not rejected. We
concluded that there was no relationship between
freshness and liking for the hostels whether the users
had a favourable attitude towards countryside for the
senior and life members. Based on this finding we also
rejected Hypothesis 3 for the junior members.
Therefore, independent variable freshness should have a
significant positive relationship with the intervening
variable liking for the YHA for the junior members.
Hypothesis 5.2
Ho: Hypothesis 4 is true for all users no matter they
think that getting around the countryside and/or taking
some walk there are joyful experience.
Ha: Hypothesis 4 is true only for those don't think
that getting around the countryside and/or taking some
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walk there are joyful experience, but not otherwise.
In this case we were going to test the effect of
the moderating variable attitudes towards countryside to
the relationship between the independent variable other
products attributes and the intervening variable liking
for the hostels. The method was the same as testing
Hypothesis 5.1.
The results were as shown as follows.
Like Dislike
Countryside Countryside
Junior r=. 49* r=. 39*
p=.01 p=.01




* Significant at p=0.05 level.
It was found that the moderating variable
attitudes towards countryside had an effect on the
relationship between the independent variable and the
intervening variable for the life members only. However,
it was strange that the ones who had an unfavourable
attitude towards the countryside showed a liking for the
hostels. It was the wrong direction which we expected.
Hence we did not reject the null hypothesis for the
three cases. We concluded that there was a significant
ositive relationship between other products attributes
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and liking for the hostels no matter the users had a
positive attitudes towards the hostels for the life
members or not.
The possible reason for the indication of wrong
direction being observed in the case of the life members
was that the life members should be countryside-lovers.
Otherwise they would not join the YHA. It may not be
meaningful for us to divide them into two samples and
perform the same test as the junior and senior members.
The summary of the hypothesis testing can be
summarized as follows.
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Hypothesis I Junior Senior) Life
1. Ha: Liking for the hostels and
usage of the YHA's members
are positively correlated.




3. Ha: If the hostels are
perceived as fresh by the
members, then there will
be a stronger liking for
the hostels.
4. Ha: The higher the member's
ratings on the product
attributes (except
freshness), the higher the
liking the members express
5.1 Ha: H3 is true for those who
think that getting around
the countryside and/or
taking some walks there
are joyful experience but
not otherwise.
5.2 Ha: H4 is true for those who
think that getting around
the countryside and/or
taking some walks there
are joyful experience but
not otherwise.
Confirming the hypothesis in the theoretical framework.
Not rejecting Ho, and not accepting the hypothesis
in the theoretical framework.
Implications
The result was very close to what had been
expected. It was found that the liking for the YHA and
the usage pattern was positively correlated. Also, the
better the products attributes were perceived the better
the liking for the YHA was.
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The moderating variable had the effect on one case
only. That was the relationship between the freshness
and the liking for the YHA for the junior members. The
reasoning for that result was that the YHA members
should definitely have a positive attitudes towards the
countryside, otherwise they would not join the YHA.
Hence, the moderating variable did not have the
expected effect.
It was suspected that a number of people joined
the YHA because once they had enrolled, they could use
the hostels outside Hong Kong. The guess was made
because the proportion of senior members who indicated
that they had never visited the local hostels was 30.7%
of the total. It was much greater than the figures of
junior (14.3%) and life members (18.4%) (Table A2). The
situation is worth to explore further.
Barriers encountered had the moderating effect on
the relationship between the liking for the YHA and
usage pattern. The less barriers encountered by the
users the more frequent the users would visit the YHA.
The revised theoretical frameworks for the three
types of members were given on Figures 18, 19 20. In
order to increase the usage of all members, we can
influence the factor other products attributes. In
particular, if we wish to increase the usage of the
juniors, we can influence the factor freshness as well.
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FIGURE 18














REFINED THEORETICAL FRAMEWORK FOR SENIOR MEMBERS
Freshness













REFINED THEORETICAL FRAMEWORK FOR LIFE MEMBERS
Freshness















In this section we are going to make some
recommendations to the YHA for the future direction of
running the business. The recommendations are made
according to the findings of this research and the
exploratory study of the current market situation. They
are* made without violating the corporate philosophy of
the YHA- The association exists to help and encourage
the members to explore and enjoy the countryside by
providing secure, clean overnight accommodation at very
low cost. In the research we had successfully built up
the relationship between the liking for the hostels and
the using pattern, we were also confident that
satisfying customer needs in various products
attributes was an important factor for a business to
succeed. Therefore we believe that the satisfaction on
the product will affect the liking for the product and
in turn affect the using rate of the product. In order
to develop its marketing strategies, we are going to
review the 4 Ps. In the four P of marketing mix, we have
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found that price and place (Peaceful atmosphere and good
environment/scenery) were the competitive advantages of
YHA. So we are not going to make recommendations on
these two aspects. Instead, we are going to make
recommendations on the design of the product and the
promotion.
In Table All we have found that there were some
areas which the YHA received unfavourable evaluations.
These areas included inconvenient traffic, lack of
recreational facilities, meal not provided and not
suitable for family users. We are going to see if these
aspects can be improved.
Since most of the hostels of YHA are remote and
cannot be accessed by public vehicles, traffic problem
becomes the hindrance of the users. The government run
Lady MacLehose Holiday Village has solved this problem
by providing shuttle buses to take the visitors from the
bus station to the village. But it will definitely
increase the operating cost of the hostels. Also it may
not be economically justified to hire a minibus. Of
course, the most important reason is that it violates
the objective of YHA- to provide a low cost hostelling
services for the hikers.
Because of the limited space inside the hostels
and the inadequate financial support, there seems to be
no possible solution to improve this weakness. Also the
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YHA is operating as a hostel business and not a holiday
camp business. To spend a lot of money on building
recreational facilities seems to violate the corporate
mission of the YHA.
The hostels only provide kitchen for the users to
cook but do not provide a canteen. This weakness cannot
be overcome. It is not economically justified to operate
the kitchen by the YHA itself.
Among all the weakness, only one can be solved
easily. It is unsuitable for family users. Actually,
some of the rebuilt hostels, like Pak Sha 0 has already
had family room for the users. So in the future design
of the hostels, YHA can incorporate the family rooms in
the hostels as well. Also the restriction of the male
hostels and the female hostels should be abolished. It
is because the users usually come with a group of
friends or family members. They will be more delighted
if they can live together.
In summary we have discussed that three out of
four weaknesses cannot be solved because of the
violation of corporate mission of the YHA. If we review
the government run holiday camps which were given the
highest score by the respondents in Table A6, we can
see that the weaknesses of YHA are the strength-of them.
They have shuttle buses service to solve the traffic
Droblems. They can get money and space from the
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government to build a lot of recreational facilities.
They provide low-price meals to the users. They do not
force the users to leave the camps. So, the YHA should
adopt a stabilization strategy on the product mix. The
YHA should concentrate their efforts on maintaining the
goodness like good maintenance, low price and peaceful
environment.
The only P of the marketing mix left is promotion.
Because of limited budget and human resources of YHA, we
cannot employ an extensive promotion campaign to all the
potential users. First of all, we will try to identify
the target users.
In Table A2 we have found that 64% of the life
members and 46.72% of the senior members are inactive in
using the YHA. Therefore, even though they are attracted
to join the YHA, half of them are unlikely to visit the
hostels. It may lead to a waste of promotional effort in
pulling the adults. However the situation is much better
for the junior members. About 75% of them have used the
hostels and 40% are using the hostels once or more per
year. It is definitely a good target market. They get
more spare time, plenty of energy and insufficient money
to travel outside Hong Kong. These factors show good
potential for exploring this market. The choice is
further supported by Table A6. We can see the junior
members give a higher score to YHA than government run
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holiday camps. It shows that they have more favourable
attitudes towards the YHA.
Then, what is the theme of the promotion effort?
As we have mentioned above, YHA should compete on the
aspects on "peaceful environment", "low price", "good
scenery" and "good maintenance". Our promotion should
emphasize on these areas. In the current promotion
pamphlets and posters, it seems that there is not enough
focus on these areas. Rather, it seems to emphasize on
developing self-help character of the users. It may
sound like a training camp and horrify the potential
users. The new promotion material should emphasize the
beautiful scenery, peaceful environment of the hostels,
and low price to differentiate the YHA from the holiday
village. Another important thing is that we have already
found that freshness perceived can influence the using
pattern of the juniors. Therefore, beside to improve the
other area of the product, we have to think of ways to
improve the "freshness" of the YHA. As we have mentioned
above the YHA does not want to allocate too much money
to renew and decorate its hostels, the possible way is
to organize different activities from the time to time.
These activities can be new routines of hiking, studying
of landscape, outward bound training.
How does YHA reach the potential junior members?
Since most of the potential junior members are at the
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school age, YHA can approach the schools. It is possible
because a lot of schools organizing Duke of Edinburgh
Award have already contacted with the YHA. YHA can send
posters and promotion pamphlets to the schools. Also YHA
can ask to conduct a talk in the school assembly to
promote the YHA.
Publicity is also very important. The YHA should
actively contact with the mass medium. To release press
information of the YHA in the "Youth Post" of the South
China Morning Post, to introduce the YHA in some TV
programmes for the teenagers are some of the ways to use
publicity. Generally speaking, YHA should immediately
start the the strategic action to get the attention of
the public first.
Limitation
Since the research was conducted in the name of
the YHA and the respondents were all members, they may
have more favourable attitudes towards YHA and give more
favourable responses to the questionnaires. This may
bias the result.
Although the sampling method was totally random,
the randomness of the respondents were doubtful. We can
not confidently claim that there is no difference
between the respondents and the non-respondents. An
analysis of the demographics of the respondents and non-
respondents was described on appendix 6.
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The sampling frame for the junior and senior
members were not complete. Unlike the life-members, the
computer records of the junior and senior members only
keep for the past two years. The samples of these two
groups were limited to the past two years and thus
affecting the representativeness. It was particularly
important as we would like to know why people
discontinued their memberships.
Since similar type of research could not be found
in literature, the questionnaire was designed by the
research team to meet this particular case. The internal
validity of the measuring instrument can be less than
ideal. However, a pre-test of 6 samples had been
conducted to check the questions to improve the degree
of validity.
Conclusion
The research has found that the independent
variable "freshness" did not have the expected large
effect on the intervening variable liking for the
hostels. Although it showed a correlation with the
liking for the YHA in the case of the junior members, it
was not ranked as one of the most important criteria in
choosing a holiday camp in most cases. Instead, we found
that it was the other product attributes that constitute
the liking for the hostels. It means that every product
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attribute counts.
The results of hypotheses testings had highly
supported the design of the theoretical framework
although small adjustment for each type of memberships
had to be made. The refined theoretical frameworks can
be found in Figure 18, 19 and 20. It indicated that the
satisfaction on the product attributes can alter the
liking for the YHA which in turn can affect the usage
pattern of the YHA°s members.
Because of limited budget and human resources, the
YHA should adopt a stabilization strategy to maintain
the present competitive advantages to differentiate
itself to the other holiday camps.
The marketing strategy of YHA now is to explore
the junior users market. Aggressive selling effort
should be directed to the schools and youth centres.
Designs of promotional posters and pamphlets should be
emphasize the favourable product features of the YHA
like beautiful scene, peaceful environment of the
hostels and reasonable price.
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APPENDIX 1
Description of Individual Hostels
(Address Possible ActivitiesIName
Sze Lok Yuen Tai Mo Shan, Photography, very good
Tsuen Wan for hiking and other outdoor
activities
Pak Sha 0 Pak Sha 0, Very good base for expeditions,
Hostel Sai Kung Peninsula swimming, fishing, rowing,
ICambrai Lodge Nim Wan, Very good for photography,
Lau Fau Shan especially sun-set along
the sea coast, collecting
butterflies, hiking, fishing,
sight-seeing etc....
Chek Keng, Very good base for expeditions,Bradbury Hall
Sai Kunq Peninsula swimming, fishing, rowing,
photography... etc.
Photography, hiking, horseNgong Ping,The S.G. Davis
riding and rock climbing etcLantau IslandHostel
Jockey Club Mong Mong Tung Wan, Swimming, fishing, photography,
LantauTung Wan Hostel and Coastal pathwalks.
watcning sunset ana the harbourTop of MountIMa Wui Hall
barbecues, games, hiking etc.Davis, Hong Kong
Island
Photography, hiking, fishingPlover CoveHostel Under
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Total area of public openspece
edministered(hecares)
Administed by Recreational & Culture Department before 1985
Source: Hong Kong Review 1975-78
305 317 306 222 227 194 197 215 225 244 249 286 289 354
453 570 471 452 478 457 455 524 513 583 455 622 628 725
51 62 53 45 47 47 49 51 47 51 37 49 50 52
99 98 115 129 136 130 126 124 120 127 130 139 141 145
412 436 430 326 328 267 267 277 275 292 294 441 438 578
36 36 36 43 43 46 71 68 82 107 109 125 135 136
9 12 9 8 9 13 14 14 14 40 17 17 17 19
37 36 37 37 40 40 40 41 41 41 41 40 41 42
7 8 8 10 11 11 12 31 14 14 17 19 20 20
1 4 4 4 4 5 6 6 8 10 11 13 17 26
57 64 67 41 52 61 71 100 109 115 114 219 263 356
112 128 60 16 55 61 72 222 230 290 296 343 344 333




1570 1628 656 653 572 730 533 637 644 681 691 802 808 859
70APPENDIX 3
QUESTIONNAIRE
Patron: His Excellency the Govenor
Sir David Wilson. KXMG. 香 港 青 年 旅 舍 協 會
Hong Kong Youth Hostels Association
抽 樣 調 查 問 卷
親 愛 的 會 員 ：
香 港 青 年 旅 舍 協 會 現 正 研 究 將 來 發 展 的 導 向 。 為 了 更 加 瞭 解 會 員
未 來 的 需 要 ， 我 們 特 地 進 行 是 次 抽 樣 問 卷 調 查 。 請 　 閣 下 抽 出 五 分 鐘
寶 貴 的 時 間 ， 回 答 附 上 的 問 卷 。 並 請 將 原 件 封 好 ， 於 一 星 期 內 寄 回 本
會 。
如 非 題 目 另 有 指 示 ， 一 般 題 目 只 需 將 一 個 最 接 近 你 的 意 見 的 項 目
圈 出 。 一 切 調 查 所 得 的 資 料 均 會 嚴 加 保 密 ， 只 作 統 計 用 途 ， 而 不 會 公
開 發 表 。 待 統 計 完 成 後 ， 所 有 問 卷 將 隨 即 毀 滅 。
閣 下 所 提 供 的 資 料 和 意 見 ， 將 會 對 是 次 研 究 有 決 定 性 的 影 響 。 請
從 速 將 問 卷 填 妥 寄 回 。 多 謝 你 的 合 作 。
香 港 青 年 旅 舍 協 會
研 究 小 組




1. 請 在 下 列 句 子 中 圈 出 最 適 合 者 。
1) 在 加 入 成 為 會 員 後 ， 我 還 未 曾 使 用
過 本 地 營 舍
2) 直 至 現 在 為 止 ， 我 只 使 用 過 一 次 本
地 營 舍
3) 在 加 入 成 為 會 員 後 ， 我 一 年 都 難 得
去 一 次
4) 在 加 入 成 為 會 員 後 ， 我 一 年 總 會 去
大 約 一 次 的
5) 在 加 入 成 為 會 員 後 ， 我 一 年 總 會 去
大 約 二 次 的
6) 在 加 入 成 為 會 員 後 ， 我 一 年 總 會 去
三 次 或 以 上
7) 在 初 期 入 會 時 ， 我 經 常 使 用 營 舍 ，
但 最 近 一 兩 年 ， 我 已 經 很 少 使 用 營
舍 了
8) 其 他 （ 請 列 明 ）
2. 不 使 用 或 沒 有 更 頻 繁 地 使 用 本 地 旅 舍
的 原 因 是 ： （ 請 於 適 合 的 方 格 加 上 ＂ √ ＂
號 ， 如 果 多 於 一 個 選 擇 ， 請 列 明 重 要
性 ， 最 重 要 原 因 為 1 ， 其 次 為 2 ， 如 此 類
推 ） 。
(1) 工 作 太 忙
(2) 有 其 他 康 樂 活 動
(3) 己 經 常 常 使 用 ， 覺 得 足 夠
(4) 工 餘 時 間 用 作 進 修
(5) 多 享 受 家 庭 生 活
(6) 其 他 ： （ 請 列 明 ）
3. 請 評 估 下 列 各 項 對 你 使 用 青 年 旅 舍 影
響 的 程 度 。 （ 1 為 毫 無 影 響 ， 5 為 最
大 影 響 ）
a. 家 長 ／ 家 人 的 反 對
1 2 3 4 5
b. 必 須 要 進 行 大 量 體 力
1 2 3 4 5
活 動
c. 朋 友 不 願 意 同 行
1 2 3 4 5
d. 經 濟 能 力 不 夠 負 担 宿 1 2 3 4 5
費
e. 潮 流 唔 興 遠 足 和 宿 營
1 2 3 4 5
f. 沒 有 時 間 作 宿 營 活 動
1 2 3 4 5





1) 青 年 旅 舍 1 2 3 4 5 6 7
2) 私 人 租 賃 渡 假 屋 1 2 3 4 5 6 7
3) 政 府 管 轄 的 渡 假 1 2 3 4 5 6 7
營
4) 社 團 ， 非 牟 利 團
1 2 3 4 5 6 7 體 管 轄 的 渡 假 營
舍

















1) 我 不 喜 歡 遠 足 行 山 活 1 2 3 4 5
動
2) 我 不 喜 歡 在 郊 外 過 夜 1 2 3 4 5
3) 香 港 郊 外 無 可 觀 之 處 1 2 3 4 5
4) 郊 野 生 活 枯 燥 無 味 1 2 3 4 5
5) 郊 黟 寧 靜 怡 人 1 2 3 4 5
6. 當 你 有 連 續 兩 日 或 多 日 假 期 時 ； 你 通
常 會 做 下 列 那 些 活 動 呢 ？ 請 首 先 ＂ √ ＂
出 5 項 ， 然 後 為 它 們 排 位 置 ， 1 為 最





離 港 旅 行 （ 例 如 澳 門
、 中 國 大 陸 ）
郊 遊 遠 足
去 DISCO
和 親 戚 朋 友 聚 會









遊 戲 機 、 任 天 堂
72APPENDIX 3 (CONTINUED)
7. 請 指 出 下 列 各 項 因 素 對 你 選 擇 營 舍 的 主 要 程 度 ， 並 請 評 估 青 年 施 舍 的 得 分 。





















1) 營 舍 整 體 保 養 良 好 1 2 3 4 5 1 2 3 4 5
2) 交 通 便 捷 1 2 3 4 5 1 2 3 4 5
3) 舍 監 的 態 度 友 善 、 通 情 1 2 3 4 5 1 2 3 4 5
達 理
4) 營 舍 週 遭 環 境 優 美 宜 人 1 2 3 4 5 1 2 3 4 5
5) 營 舍 新 近 建 成 或 剛 於 不
久 前 完 成 重 修 / 擴 建
1 2 3 4 5 1 2 3 4 5
6) 價 錢 平 宜 1 2 3 4 5 1 2 3 4 5
7) 營 舍 具 有 多 項 不 同 康 樂
設 施
1 2 3 4 5 1 2 3 4 5
8) 適 合 家 庭 同 樂 1 2 3 4 5 1 2 3 4 5
9) 開 放 時 間 方 便 使 用 者 1 2 3 4 5 1 2 3 4 5
10) 新 鮮 感 （ 例 如 以 前 未 到
過 ）
1 2 3 4 5 1 2 3 4 5
11) 營 舍 隷 屬 一 個 受 重 視 的
國 際 組 織
1 2 3 4 5 1 2 3 4 5
12) 營 舍 常 舉 辦 不 同 主 題 活
動 （ 遠 足 日 、 野 外 訓 練 、 1 2 3 4 5 1 2 3 4 5
家 庭 同 樂 等 ）
13) 營 舍 可 供 應 膳 食 1 2 3 4 5 1 2 3 4 5
14) 營 舍 內 外 寧 靜 安 閒 1 2 3 4 5 1 2 3 4 5
15) 其 他 ： （ 請 列 明 ） 1 2 3 4 5 1 2 3 4 5
16) 其 他 ： （ 請 列 明 ） 1 2 3 4 5 1 2 3 4 5
8. 白 沙 澳 和 施 樂 園 分 別 於 8788 年 進 行 重 建 工 作 。 重 建 之 後 ， 你 有 到 過 嗎 ？
白 沙 澳 有 沒 有
施 樂 山 （ 大 帽 山 ） 有 沒 有
個 人 資 料
1. 性 別 男 女
2. 你 的 會 籍 是
1) 少 年 2) 成 年 3) 永 久
3. 年 齡
1)12-14 2)15-17 3)18-25 4)26-35 5)36-45 6)46-55 7) 大 於 55
4. 你 是
1) 行 政 人 員 3) 非 技 術 性 工 人 5) 專 業 人 仕 7) 主 婦 9 學 生
2) 文 員 4) 護 士 6) 技 術 人 員 8) 退 休 10) 其 他
5. 婚 姻 狀 況
1) 未 婚 2) 已 婚 3) 離 婚 4) 分 居 5) 喪 偶
6. 你 參 加 了 旅 舍 多 久 ？ 1) 未 足 1 年 2) 年
（ 如 你 曾 中 途 退 出 後 又 再 重 新 加 入 ， 請 將 總 數 加 上 ）






Hong Kong Youth Hostels Association is currently
conducting a survey in order to profile members' needs.
The research results will be used to improve the quality
of service and for the hostels' future development.
Please kindly fill in the questionnaire and send it back
to us within ONE week.
Circle only ONE answer for each question except
specification. All information and findings will be
kept strictly confidential, and will be used for
statistical analysis only. Also, all questionnaires
will be destroyed after data analysis is completed.
Thank you for your cooperation.
Research Team
Hong Kong Youth Hostels Association
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APPENDIX 4 (CONTINUED)
1. Please circle the most annrnnriatP nnP_
1) I had never used any local hostels after f
became a YHA member.
2) As far as I became a member, I have used local
hostels for one time only.
3) After I became a member, I hardly went there
once a year.
4) After I became a member, I always went there
once a year.
5) After I became a member, I always went there
twice a year.
6) After I became a member, I always went there
three times a year.
7) I used to use the hostels frequently, but f
seldom used them in recent two years.
8) Other: (Please specify)_
Do not use or do not use more frequently because: (Please2.
where appropriate. If more than one choice, rank them in
order of importance, "1" for the most important one.....)
1) Too busy for work
2) Have other recreational activities to conduct
3) Already using very frequently
4) Further study in spare time




3 Please evaluate the following items in terms of its degree
of impact to your usage of YHA's hostels( "1" for no impact,
5 for very large impact)
a. Objection raised by
parents/family mPmhPrc_ 1 1 4 S
b. This activity demands for
1 2 3 4 5high level of physical
fitness.
c. Friends are reluctant to
be companions. 1 2 3 4 5
d. Economic cost 1 2 3 4 5
e. Hiking and hostelling are
1 2 3 4 5not fashionable.
1 2 3 4 5f. No spare time
g. Family members are
1 2 3 4 5reluctant to be
companions.
4. Please make an overall comment for the types of hostels below.
GoodAverage
1 2 3 4 5 6 71) YHA
1 2 3 4 5 6 72) Private bungalows
Holiday camps operated by3)
1 2 3 4 5 6 7the government
4) Holiday camps operated by
other non-profit




5. Please circle the most appropriate one
Strongly Strongly
Disagree Agree
1. 1 do not like hiking. 1 2 3 4 5
2. I do not like to stay in
countryside overnight. 1 2 3 4 5
3. Hongkong countryside is
ordinary. 1 2 3 4 5
4. Country-life is boring. 1 2 3 4 5
5. Countryside is peaceful and
1 2 3 4 5quiet.
6. If you have two or more consecutive holidays, what would you
usually do? Please" "five items first, and then rank them




Travelling outside Hong Kong



















7. Please specify the degree of importance of the factors below
in your selection of hostels.
Not Very
Important Important
1. Maintenance 1 2 3 4 5
2. Convenience of transportation 1 2 3 4 5
3. Attitude of wardens 1 2 3 4 5
4. Environment 1 2 3 4 5
New establishment/redevelopment5. 1 2 3 4 5
6. Price 31 2 4 5
7. Recreational facilities 1 2 3 4 5
Suitability for family users8. 1 2 3 4 5
Opening hours 1 2 3 49. 5
4Freshness(never try before) 1 210.
11. Affiliation to an International
1 2 3 4 5association.
Special activities organized12.
(e.g. orientation, family
1 2 3 4 5days)
1 2 3 4 5Catering service13.
Peaceful atmosphere inside and14.
1 2 3 4 5outside the hostels
1 2 3 4 5Other:(Please specify)15.
1 2 3 4 5Other: (Please specify)16.
How do you evaluate the performance of YHA?
HighLow
4 52 31Maintenance1.






54321Suitability for family users8.
54321Opening hours9.
54321Freshness(never try before)10.
Affiliation to an International11.
1 2 3 4 5
association
Special activities organized12
1 2 3 4 5(e.g. orientation, family days)
1 2 3 4 5Catering service13.
Peaceful atmosphere inside and14.
1 2 3 4 5
outside the hostels




Redevelopment has been conducted in Pak Sha 0 and Sze Lok Yuen
in 1987 and 1988 respectively. Have you ever been there after
the redevelopment?
Pak Sha 0 Yes No
Sze Lok Yuen Yes No
Personal Information
1. Sex: 1) Male 2) Female
2. Your membership: 1) Junior 2) Senior 3) Life
3. Age:
1) 12-14 3) 18-25 4) 26-352) 15-17
7) over 5 56) 4 6-555) 36-45
4. Your are a (n)
3)non-skilled worker2) clerK1) executive
6) skilled worker4)nurse 5) professional
9)student7)homemaker 8) retired person
10 Other:
5. Marital Status
11P_ 2)Married 3)Divorced 4)Separated 5)Widow
6. Number of years of membership:
(If you have ever discontinued your membership, please add up
all the years.)
91 years1) Less than a year
Thank you for your cooperation.
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APPENDIX 5
RESULT OF INDIVIDUAL QUESTIONS OF THE QUESTIONNAIRE
In this section, we will give a descriptive report
on the various questions in the questionnaire.
Response rate
The data were collected in the scheduled one
week's time. A total of 341 questionnaires were
received. The response rate was 27% which was a bit
higher than the estimated 20%. The quota of each
disproportionate samples were met with our schedule.
Among the three types of members, the juniors had the
highest response rate (31%) while the life members
showed the lowest (25%).
Demographics
The breakdown of the demographics of the
respondents were summarized in Table Al, Figure Al and
Figure A2. We can see that the proportion of each type
of memberships of the respondents was roughly the same
as the proportion of each type of memberships of the
chosen set of samples. The proportion of male and
female was about the same. It indicated systematic bias
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TABLE Al
RESPONSE RATES BY MEMBERSHIP AND BY GENDER
Membership
Senioi LifeJunior
l'lale 43 63 80
( 55.8%) ( 46.0%) ( 63.5%)
GENDER
Female 34 74 46
{ 44.2%) 54.0%) ( 36.5%)
Total 77 137 126
100.0%) 100.0%) 100.0%)
Response Rate 30.8% 27.4% 25.2%
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FIGUAE Al




















was minimized. One of the weakness of the
representativeness of the samples might be there were a
high proportion of students.
Length of ioining YHA
The respondents were found to have joined the YHA
for an average of 3.6 years. On the breakdown it showed
that the life members have joined the YHA for an average
of 7.0 years while the junior and senior members only
gave an average of 1.8 and 1.7 respectively.
Using pattern
The using pattern of the respondents were
tabulated in Table A2. For the life members, we can see
that near half (45.6%) used to visit the hostels
frequently but now they seldom do so. Also about one-
fifth (18.4%) of them have never visit the YHA before.
In other words, more than 60% of the life members are
currently not active in using the hostels. For the
senior members, the situation is slightly better. The
proportion of respondents who have never visited the YHA
or used to visit the YHA a lot but not now are 30.7% and
16.1% respectively. So inactive members are slightly
less than a half. The performance of the junior members
is more encouraging. The proportion of respondents who
have never visited the YHA or used to visit the YHA a




Never visit the YHA
Use only once
Less than once per year
Once per year
Twice per year
More than three times per year





















Nearly 40% of them are using the hostels more than once
a year.
Reasons for not visiting YHA more
Among the various reasons for not visiting the
YHA more frequently, 167 respondents ranked "too busy"
first which was followed by "have other recreational
activities". The results were tabulated in Table A3.
Beside the listed reasons, some respondents also gave
other reasons, e.g. they hate to do physical work after
visiting the hostels, they cannot bring along their
children because there are no family camps and
difficulties in booking YHA at holidays.
barriers encountereu
To explore the hindrance of the members visiting
the YHA, we examine the degree of some physiological,
psychological and social barriers faced by the members.
The results of the analysis on the barriers were
tabulated in Table A4 and A5. It can be observed that
"no spare time" was the major reasons for not visiting
YHA. Overall speaking, the barriers encountered by the
members were not very great (mean score at about 15 out
of a total 35). Among the three groups, "no spare time"
and "no friends accompany" score the highest which are
the greatest barriers for the members to use the YHA. On
average it was found that junior members are facing more
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TABLE A3
REASONS FOR NOT USING YHA MORE FREQUENTLY
(NUMBER)
Rank
No 3No 2No 1
625167Too busy
48 1571Other recreational activities
2 114I have used YHA frequent enough
25 1028I go to further study in my spare time
18 17 4I would like to enjoy my family life more
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TABLE A4
BARRIERS ENCOUNTERED BY THE USERS
(MEANS)
LifeSeniorJunior
1. 2Family objection 1.21.8
Need a lot of physical effort 1.81.92.0
No friends accompany 2.52.93.1
Financial difficulties 1. 41.62.2
Not popular activities 1.2 1.5 1.5
No spare time 3.83.63.5
No family members accompany 2.21.71.8
Note: score 1 is 'no effect at all'
score 5 is 'the most important of all'











barriers (barrier score 2.2) than the senior (2.0) and
life members (2.0). It was because the junior members
have stronger family objections and face more financial
difficulties than the adult members. To the life
members, it was found that "no family accompany" was the
third most important barrier to them. This factor was
also reflected by one of the reasons for not using YHA
more frequently listed in Table A3.
Comparison among the holiday houses
In Table A6 the respondents were asked to grade
the four types of holiday houses on a seven-point scale.
On average those government run holiday camps were
ranked the first (score=4.9) which was followed the YHA
(score=4.7). The YHA was given the highest score (4.7)
among the four by the juniors.
Liking for the countryside of the members
Table A7 displayed the attitudes of the members
towards countryside. All the members showed very
positive attitudes towards countryside. The mean score
was around 21 out of total 25.
Popularity of leisure activities
The popularity of various common activities were
checked in Table A8. "Traveling overseas" was ranked
first by the senior and life members. Although these two
rouns of members were showing interest in hiking, the
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TABLE A6
LIKING FOR YHA AND ITS COMPETITORS
(MEANS
Junior Senior Life
YHA 4.7 4.7 4.7
Holiday bungalow 4.3 4.4 3.9
Govt. run holiday camp 4.6 4.9 5.1
Camp run by non-profit making 4.6 4.7 4.8
organization
Note: Score ranged from 1 (min) to 7 (max).
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TABLE A7
RESULTS CONCERNING ATTITUDE TOWARDS COUNTRYSIDE/HIKING
Junior Senior Life
X 21.1 21.0 21.0
2.8 2.60 2.7
Median 21 21 21











Family & Friends Gathering 1723161868
Ball Games 10 1199610
Movie 76 29 64
Mahjong, cards 22 10 0 0
Sleeping 95 9 1013 14
Studying, reading 14 10 810 17 9
BBQ 0 4 4 1 1 4
Hostelling 4 3 6 10 3 1
Camping 6 7 14 22 2 23
Cycling 2 3 3 7 3 2
Video games 2 4 0 1 0 1
Housework 1 1 3 6 13 10
Music 6 10 5 9 4 2
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interest in hostelling was shown to be low. To the
seniors, they prefer to do camping whereas the life
members showed no interest in spending overnight in the
countryside. To the junior members, it was found that
hiking, hostelling and camping were also less popular
than studying, sleeping, ball games and friends
gathering.
Importance of criteria in choosing holiday houses
In Table A9 we are going to probe the importance
in various criteria in choosing holiday houses. The
rating based on a five-point scale ranging from 1 (less
important) to 5 (most important). Good environment
(scenery), peaceful inside and outside atmosphere, and
opening hour were found to be the most important factors
in choosing holiday houses. Their scores were 4.1, 4.0
and 4.1 respectively. Also good maintenance and friendly
wardens were of significant importance. Their scores
were 3.7 and 3.9 respectively.
Performance of YHA in these criteria
After we have discovered the importance of various
criteria in choosing holiday houses, we are now going to
check the performance of YHA in these area. The rating
of the respondents was tabulated in Table A10. The
rating based on a five-point scale ranging from 1
(minimum) to 5 (maximum). We found that five aspects
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TABLE A9






4. 24.1Good environment 4.1
2.6Already finished decoration 2.72.6
2.83.1Price 3.4
A lot of recreational facilities 3.63.53.7
Suitable for family users 3.32.82.2
Opening hour 4.24.04.1
Freshness (never visit before) 2.83.03.3
International organization 2.72.52.1
Organized a lot of activities 2.82.72.3
Provided meal 3.12.93.0
Peaceful inside outside environment 4.13.94.0
*NB Score ranges from 1 (less important) to 5 (most important)
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TABLE Al0









2.5 2.52.6A lot of recreational facilities
2.8 2.73.0Suitable for family users
2.7 2.8 2.6Opening hour
3.4 3.1 3.0Freshness (never visit before)
3.4 3.8 3.9International organization
3.2 3.1 3.4Organized a lot of activities
2.2 2.1 2.3Provided meal
3.9 3.8 3.8Peaceful inside outside environment
*NB Score ranges from 1 (minimun) to 5 (maximum)
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were below average (3.0). They were convenience traffic
, a lot of recreational facilities, suitable for family
users, opening hour and providing meal. The relationship
of the score of each criteria with the overall rating of
the YHA will be further investigated later.
Weighted score of these criteria
In order to have a fair judgment on each aspect of
the YHA, we took the importance of each criteria into
account. It was known as the weight score. The equation
was given by:
Weight score= score of importance* score of
performance
The greater the weight score the more competitive YHA is
in that aspect. The result was tabulated in Table All.
Good environment (scenery) and peaceful inside and
outside environment were found to be the most successful
strategic weapons of the YHA. Good maintenance, friendly
wardens and price were also the competitive advantages
of the YHA. On the other hand, the competitive
disadvantages of the YHA were inconvenient traffic
lack of recreational activities & facilities, not
suitable for family users and no meal provided.
Correlation Coefficient of individual product attribute
and the liking for YHA
In Chapter VI we have found that the higher the
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TABLE All







9.2Already finished decoration 8.89.0
Price 10.212.012.2
A lot of recreational facilities 8.78.59.8
Suitable for.family users 8.67.66.5
Opening hour 11.0 10.9 10.6
Freshness (never visit before) 9.011.4 9.5
International organization 7.5 9.9 10.6
Organized a lot of activities 7.8 8.5 9.7
Provided meal 6.7 6.5 7.5
Peaceful inside & outside environment 15.7 15.1 16.0
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members rating on other product attributes, the higher
the liking the members express. We are now going to
investigate the correlation between each product
attribute and the liking of the YHA. The correlation
coefficients were tabulated in Table A12. On average
there was not a correlation coefficient greater than
0.400. The greatest coefficient was 0.3362 which
belonged to "Good Maintenance". It indicated that no
single criteria could dominate the evaluation of the
users towards the YHA. In the further breakdown, we can
see that for the juniors "good environment" (r=0.4188),
"friendly warden" and "peaceful inside and outside
atmosphere" correlated with the likeness of YHA more
than other factors. To the seniors "good maintenance"
(r=0.4262), "friendly warden" (r=0.2839) and "organized
a lot of activities" (r=0.2406) correlated with the
likeness of YHA more than the others. To the life
members. To the life members "peaceful inside and
outside atmosphere" (r=0.2742), "good maintenance
(r=0.2685) and "good environment" (r=0.2504) correlated
with the likeness of YHA more than the others.
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TABLE A12
CORRELATION COEFFICIENT OF THE SCORES OF PERFORMANCE ON
EACH CRITERION IN CHOOSING HOLIDAY CAMPS
AND THE OVERALL RATING OF YHA
Junior Senior Life
Good maintenance 0.2866 0.3596*
-0.0110Convenient traffic 0.3061
0.3921 *
Friendly wardens 0.2023 0.09530.3500





0.12260.0744 0.2069Suitable for family users
0.22320.1703 0.1783Opening hour










RESULT OF THE TELEPHONE FOLLOW-UP
A telephone follow-up had been conducted during
27th April 1989 to 1st May 1989. 20 junior, 40 senior
and 40 life members were chosen from the sampling frame.
They were called to see if they had returned their
questionnaires. Their demographics were tested to see
that if there were any difference between the
respondents and non-respondents.
The sex, age and the year of joining YHA were
tested against the mode of response (returned, not
returned, not received questionnaire or out of town.)
Since sex and age are nominal data, they were













* Significant at p=0.05
Since the year of joining YHA is a continuous
variables and the mode of response is a discrete
variables, ANOVA was performed.





k Significant at p=0.05
We can see that the response of the junior members
are quite representative. There are no significant
difference in the demographics between the respondents
and non-respondents. The data from the senior and life
members are doubtful. There seems to be some difference
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